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All aspects of human life today use the internet, for example in the trade aspect. Based on these needs, various 
websites/applications have emerged that provide consumer goods. One such website/application is Shopee. This 
study focuses on purchasing decisions on the Shopee application. Purchasing decisions have several influencing 
factors, but researchers only take two factors, namely Promotion and Price. The purpose of this study was to 
analyze the effect of promotions and prices on purchasing decisions on the Shopee application/website. The 
approach in this study uses a quantitative approach, with the data collection technique is a questionnaire. This 
study used 100 respondents based on purposive sampling theory (respondents based on predetermined criteria). 
The data that has been collected through the distribution of the questionnaire will then be processed using 
multiple linear regression analysis techniques with the help of the SPSS program. The results of this study 
indicate that the Promotion and Price variables partially and simultaneously have a significant positive effect on 
the purchasing decision variables. 
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1. Introduction 
In today's world, the development of the world is very fast. The industrial revolution is increasingly 
sophisticated, so that humans do not need to use excessive energy to do something. With the ease of every 
activity carried out by humans, it will create effectiveness and efficiency in the use of resources, be it human 
resources or natural resources. 
One form of making it easier for humans to carry out their activities is the emergence of the Internet. 
According to B S.D. Oetomo (2002) mentions that the internet is an abbreviation or abbreviation of international 
network, which is defined as a very large computer network, where the computer network consists of several 
small networks that are connected to each other. At the beginning of the internet, only a few groups could access 
it, but now almost all groups can feel its impact. The internet has emerged as a primary need for humans at this 
time. 
All aspects of human life today use the internet, for example in the trade aspect, in the days before the 
internet, if we want to buy something we have to go to the place where the goods are sold. But at this time if we 
want to buy an item, we only need to look for it on an online site that sells the item. This greatly facilitates 
human life. Based on these needs, there are various websites/applications that provide these necessities. One 
such website/application is Shopee. 
Shopee is a company engaged in the online marketplace or what can be called e-commerce. Shopee is an 
e-commerce platform that offers all consumer needs, from clothing, electronics, children's toys, to household 
appliances. Shopee started to enter the Indonesian market at the end of May 2015 and Shopee only started 
operating at the end of June 2015 in Indonesia. Shopee is a subsidiary of Garena based in Singapore. Shopee has 
a presence in several countries in the Southeast Asia region such as Singapore, Malaysia, Vietnam, Thailand, the 
Philippines, and Indonesia. 
Departing from this phenomenon, as a writer I am interested in researching the factors that can influence 
consumers to make purchasing decisions at this Shopee e-commerce company. The dependent variable that I use 
for this research is Promotion and Price. By knowing the effect of these variables on Consumer Purchase 
Decisions. 
According to Kotler & Keller (2007) Purchasing decision is an integration process that is used to 
combine knowledge to evaluate two or more alternative behaviors and choose one of them. Purchase decisions 
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have many factors that can influence, but in this study only two factors will be discussed, namely Promotion and 
Price. According to Ermavianti & Suharsono (2019) promotion is advertising a product or brand, generating 
sales, and creating brand or brand loyalty, promotion includes communication methods used by marketing to 
provide information about its products, information can be verbal and visual (non verbal). According to Sjaroni 
et al. (2019) Price is the value of goods, thus simply, the price can be defined as the exchange rate of an item 
expressed in money, the price is formed when there is a meeting between supply and demand. 
The formulation of the problem in this study is whether promotion and price have a significant effect 
partially or simultaneously on consumer purchasing decisions on e-commerce Shopee? 
The purpose of this study is to analyze whether there is an effect of Promotion and Price on Consumer 
Purchase Decisions significantly either partially or simultaneously on Shopee e-commerce. 
This study uses an empirical review (previous research) as a reference, while the empirical review is as 
follows:  
Research from Rachmawati et al. (2019) with the title The Effect of Ease, Customer Trust and 
Information Quality on Online Purchase Decisions. The purpose of this study is: To determine how much 
influence convenience, customer trust and quality of information on purchasing decisions online laptops in 
Malang. In addition to this, another goal is to see the most dominant factors in influencing purchasing decisions 
on laptops online. Research results: Based on the calculation of multiple linear regression analysis, it can be 
seen: (1). The variables of convenience, quality of information and trust have a partial effect on online 
purchasing decisions (2). The variables of convenience, information quality and trust have a simultaneous effect 
on online purchasing decisions (3). Trust variable has a dominant effect on online purchasing decisions. 
Research from Nasution et al. (2019) with the title Analysis of the Effect of Price, Promotion, Trust and 
Consumer Characteristics on Consumer Purchase Decisions at 212 Mart in Medan City. The purpose of this 
study is: to determine and analyze the effect of price, promotion, trust and consumer characteristics on consumer 
purchasing decisions at 212 Mart Medan. Research Results: Based on the results of the discussion above, the 
following conclusions can be drawn: 1. Price and promotion factors partially have no positive and insignificant 
effect on consumer purchasing decisions at 212 Mart Medan, 2. Trust factors and consumer characteristics 
partially have positive and significant effect on consumer purchasing decisions at 212 Mart Medan, 3. Factors 
price, promotion, trust and consumer characteristics simultaneously have a positive and significant effect on 
consumer purchasing decisions at 212 Mart Medan. 4. The value of the coefficient of determination shows 
17.4%, meaning that the variation in the value of consumer purchasing decisions at 212 Mart Medan is 
influenced by the role of price variations, promotions, trust and consumer characteristics, while the rest is 
influenced by other variables not examined in this study. In this study, the researcher uses several theoretical 
reviews as the basis for research, while the theoretical reviews are as follows:  
According to Alma (2011) purchase decision is a consumer decision that is influenced by economics, 
finance, technology, politics, culture, product, price, location, promotion, physical evidence, people and process, 
thus forming an attitude for consumers to process all information and draw conclusions in the form of responses 
that appear. on what product to buy. 
According to Ben Brahim & Ben Abdelaziz (2019) Promotion is a communication activity carried out by 
a person or a company with the wider community, where the aim is to introduce something 
(goods/services/brands/companies) to the public and at the same time influence the wider community to buy and 
use the product. 
According to Kotler & Armstrong (2012) Price is the amount of money charged for a product or service, 
or the amount of value that consumers exchange for the benefits of having or using the product or service. 
 
1.1. Correlation Between Research Variables 
1. Correlation Between Promotion and Purchasing Decision 
According to Tjiptono & Chandra (2012) promotion is a form of marketing communication that seeks to 
disseminate information, influence/persuade, and/or increase the target market for the company and its products 
so that they are willing to accept, buy, and be loyal to the products offered by the company concerned. 
Promotion itself has the aim of introducing, marketing, and strengthening the products/services offered by the 
company. With the promotion carried out by the company, both consumers and potential consumers will capture 
information about the products/services being offered, so that consumer purchasing decisions will arise which 
are certainly based on certain factors. Based on this, consumers will get to know the products/services offered 
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2. Correlation Between Price and Purchasing Decision 
For most people, price is one of the strong factors in making a decision to buy/use a company's 
products/services. Prices are things that can be compared easily, because each company will always have a price 
comparison. Departing from this, the price in this study has a relationship with consumer purchasing decisions. 
 
1.2. Theoritical Framework 
 
 
Figure 1. Theoritical Framework 
 
Notes :  
  : Effect partially 
  : Effect simultaneously 
 
1.3. Hypothesis 
H1 : Promotion has a significant effect on Consumer Purchase Decisions 
H2  : Price significantly influences the Consumer Purchase Decision 




According to Sugiyono (2013) Quantitative research methods can be interpreted as research methods 
based on the philosophy of positivism, used to examine certain populations or samples, sampling techniques are 
generally carried out randomly, data collection uses research instruments, data analysis is quantitative/statistical 
with the aim of confirming the hypothesis. has been established. So in this study using a quantitative approach 
in data collection, data analysis and data testing (testing using statistical data or using numbers in data analysis). 
In this study, the researcher used a student population of Narotama University Surabaya, especially the 
Faculty of Economics and Business, with a total of 1,095 students. For this type of sampling, this study uses 
purposive sampling, which is a sampling technique by setting criteria for the sample to be studied. This study 
sets the criteria for determining the sample, namely: 1. Students are at least 18 years old, 2. Have internet access 
either using a PC/mobile phone to access the Shopee site/application, 3. Have shopped at Shopee e-commerce at 
least once a month. The sample to be studied is 91.6 rounded to 92 respondents. In order for the research to be 
fit, the number of respondents/sample is rounded up to 100 respondents provided that the sample is not less than 
the number of calculations that have been carried out above. 
This study uses two types of data, namely qualitative data and quantitative data, for qualitative data in 
this study are previous studies and expert opinions, and for quantitative data in this study are data obtained from 
the distribution of questionnaires and statistical data collected. available on sites related to this research. This 
study uses two sources of data, namely primary (data obtained directly based on observation) and secondary 
(journals/articles, previous research, books and websites/websites). Data collection techniques in this study 
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The operational definition of the variables that will be used in this study consists of three variables (two 
independent variables and one dependent variable), the variables are: 
1. Independent Variable 
a. Promotion 
X1.1 Advertisement 
X1.2 Sales promotion 
X1.3 Promotion via discount 
b. Harga 
X2.1 Price match with service quality 
X2.2 Price competitiveness 
X2.3 Price-to-benefit match 
2. Dependent Variable 
a. Purchasing Decision 
Y1 Payment method 
Y2 Product Selection 
Y3 Giving recommendations from others  
In this study to test the quality of the data obtained using the validity test and data reliability test. The 
classical assumption test uses the normality test (using the Kolmogorov-Smirnov theory), the multicollinearity 
test, and the heteroscedasticity test (using the scatterplots theory). Hypothesis testing was carried out by means 
of multiple linear regression analysis, simultaneous significance test (F-Test), individual parameter significance 
test (t-test), and coefficient of determination test (R²-Test). 
 
3. Result and Discussion 
3.1 Result 
1. Quality Data Test 
The following is a table of SPSS output results for data validity testing: 
 
Table 1 Data Validity Test 
Variabel/Item Sig. R Value R Table Status 
Promotion 
X1.1 0.000 0.873 0.195 Valid 
X1.2 0.000 0.817 0.195 Valid 
X1.3 0.000 0.734 0.195 Valid 
Price 
X2.1 0.000 0.685 0.195 Valid 
X2.2 0.000 0.665 0.195 Valid 
X2.3 0.000 0.587 0.195 Valid 
Purchasing Decision 
Y1 0.000 0.793 0.195 Valid 
Y2 0.000 0.850 0.195 Valid 
Y3 0.000 0.691 0.195 Valid 
Source: data processing using SPSS program 
 
Based on the table above, it is stated that the data obtained from distributing questionnaires by 
researchers are valid. This is evidenced by the number of calculated r in each variable is greater than r table. The 
number of r tables = 0.195 (df = n-2 -> df = 50 - 2 = 48, with a significance of 0.05), and the significance value 
for each variable has a value less than 0.05 and is positive. 
The following is a table of SPSS output results for data reliability testing:  
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Table 2 Reliability Data Test 
Variable Cronboach Alpha Status 
Promotion 0.737 Reliable 
Price 0.797 Reliable 
Purchasing Decision 0.675 Reliable 
Source: data processing using SPSS program 
 
Based on the table above, it is stated that the data obtained from distributing questionnaires by 
researchers are reliable. This is evidenced by the Cronboach Alpha value in the table above, each variable shows 
a value greater than 0.60 which means the data is reliable. 
 
2. Classic Assumption Test 
The normality test in this study states that the data obtained from the distribution of the questionnaire by 
the researcher is data with a normal distribution. This can be proven with Asymp. Sig (2 tailed) with a value of 
0.300 indicates that the value is greater than 0.05, which means that the data is normally distributed (according 
to the basis for decision making in the research methodology chapter). 
The following is a table of SPSS output results for the multicollinearity test : 
 
Table 3 Multicollinearity Test 




Source: data processing using SPSS program 
 
 Based on the table above, it is stated that the data obtained from the distribution of the questionnaire by 
the researcher did not occur multicollinearity. This is evidenced by the Tolerance value on each variable 
exceeding 0.10 (which is the basis for making decisions on multicollinearity testing). 
The following is a table of SPSS output results for the heteroscedasticity test: 
Table 4 Heteroscedasticity Test 
Source: data processing using SPSS program 
 
From the results of the SPSS output above (scatterplot) it can be seen that the data points do not form a 
certain pattern and the data spreads above and below the number 0 on the Y axis. Therefore, it can be concluded 
that there is no interference with the assumption of heteroscedasticity, meaning that this regression model is 
good. 
 
3. Hypothesis Test 
The following is a table of SPSS output results for multiple linear regression tests: 
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Source: data processing using SPSS program 
 
Based on the SPSS output table above, the following linear regression equation is obtained: 
Y =                         
Based on the above equation, there are several things that can be concluded, namely: 
The regression coefficient value of the Promotion variable (b_1) is 0.261, meaning that if the Promotion 
variable is increased by one unit assuming the Price variable is considered constant, it will increase the Purchase 
Decision variable by 0.261. The regression coefficient value of the Price variable (b_2) is 0.382, meaning that if 
the Price is increased by one unit assuming the Promotion variable is considered constant, it will increase the 
Purchase Decision by 0.382. 
Simultaneous Significance Test (F-Test) in this study shows that the Promotion and Price variables (as 
independent variables) have a significant simultaneous effect on the Purchase Decision variable (as the 
dependent variable). This is evidenced by the calculated F value of 26,092 which is greater than the F table with 
a value of 2.46. And the Sig value is 0.000 less than 0.05 (referring to the basis of decision making in the 
research methodology). 
The following is a table of SPSS output results for the individual parameter significance test (t-test): 
 
Table 5 Individual Parameter Significance Test (t-test) 
Model t Sig. Explaination 
(Constant) 4.562 0.000  
Promotion 3.376 0.001 Significant 
Price 4.199 0.000 Significant 
Source: data processing using SPSS program 
 
Based on the SPSS output table above, there are several things that can be concluded, namely: 
The test results on the Promotion variable (X1) have a t-count value of 3.376, this value is greater than 
the t-table with a value of 1.988 and the value of Sig. 0.001 is smaller than 0.05, assuming other variables are 
considered constant, so it can be concluded that the Promotion variable (X1) has a significant positive effect 
partially on the Purchase Decision variable. The test results on the Price variable (X2), has a t-count value of 
4.199, this value is greater than the t-table with a value of 1.988 and the value of Sig. 0.001 is smaller than 0.05, 
assuming other variables are considered constant, so it can be concluded that the price variable (X2) has a 
significant positive effect partially on the purchasing decision variable. 
The coefficient of determination test (Test-R²) in this study shows that the value of Adjusted R Square in 
this study is 0.536 or 53.6%, which means that the level of the purchasing decision variable (the dependent 
variable) that can be explained by the independent variables (promotion and price) is 53.6%, while the 
remaining 46.4% is influenced by variables outside the study. 
 
3.2 Discussion 
Promotional variables partially significant effect on purchasing decisions. The purchase decision has 
many factors that can influence it, one of which is promotion. Promotion is a determinant in terms of company 
sales, if the promotional strategy implemented by the company fails / does not work well in the market, then the 
company will fail to make a profit. A good promotional strategy can influence consumer purchasing decisions. 
This is evidenced by the shipping discount strategy that is always applied by Shopee, this strategy can be one of 
the main factors in consumer purchasing decisions. Companies must continue to innovate in terms of promotion, 
this is so that companies can influence consumers to make purchases on products/services offered by the 
company. The results of this study are in line with previous research conducted by Jaminyasa et al. (2017) 
entitled The Marketing Mix Affect on the Consumer Buying Decision (Case Study of Sausage Products at PT. 
Aroma Denpasar). The results of this study state that there is a positive and significant influence simultaneously 
and individually between product quality, price, and promotion on sausage purchasing decisions at PT. Aroma 
in Denpasar.  
The price variable has a partial significant effect on purchasing decisions. Price is an important factor in 
consumer decision making in purchasing a product/service. Consumers will certainly choose products/services 
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that have relatively low prices but provide more benefits to consumers. Consumers will always compare the 
prices of each company, this is done by consumers so that consumers get benefits in purchasing the 
products/services they need. Consumer purchasing decisions will depend on the prices set by the company, 
relatively low prices will be a serious consideration for consumers to make purchasing decisions. The results of 
this study are in line with previous research conducted by Research Sahir et al. (2016) with the title The Effect 
of Lifestyle, Halal Labels and Prices on Wardah Cosmetics Purchase Decisions in Management Study Program 
Students, Faculty of Economics, University of Medan Area Medan. The results of this study state that the price 
partially has a positive and significant effect on the purchasing decision of Wardah Cosmetics for students of the 
Management Study Program, Faculty of Economics, Medan Area University. 
 
4. Conclussion 
Based on the results of the research above, it can be concluded that the independent variables (Promotion 
and Price) partially have a significant positive effect on the dependent variable (Purchase Decision). Next, the 
independent variables (Promotion and Price) simultaneously have a significant positive effect on the 
independent variables. Suggestions that can be given to companies are the results of the research above can be 
used as a reference in making decisions, especially those related to the marketing field, because this research 
focuses on the marketing field. For academics/students/researchers, the results of the research above can be used 
as a comparison with the research to be carried out, and can also be used as a reference for research that will be 
developed again in the next research. 
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